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Historical and cultural cities have evolved their own features over centuries. 
These exclusive elements should have been the major advantages to distinguish these 
cities from the others. However, with the development of economy, the original 
qualities of the cities have been ignored. Therefore, how to integrate the historical and 
cultural features into the trend of modernization has become a very important task. 
    As the image building of such cities covers a wide range of disciplines and 
technologies, the thesis, based mainly on the theory of Corporate Identity, describes 
how Quanzhou City builds its brand from three perspectives---Mind Identity System, 
Behavior Identity System and Visual Identity System. First, in terms of the Mind 
Identity, Quanzhou, derived all the positive factors from the diversified culture, has 
set “unity, feasibility, innovation” as its spirit, and has been designated as the centre 
both geographically and economically among those prosperous cities in the west of 
the Taiwan Straits due to its favorable geographical location, strong economic strength 
and rich resources. Secondly, in terms of the Behavior Identity, the thesis has 
improved the city image-building theories by firstly, introducing the method of 
context analysis; secondly, adding institutions such as service agencies and 
non-governmental organizations into the list of the subjects of city marketing. It has 
also described the specific progress in this aspect, and has studied and analyzed the 
reasons behind; thirdly, like other historical and cultural cities, Quanzhou has a rich 
folk custom and a splendid culture. In terms of the Visual Identity, this thesis has 
classified those city formations into the physical and the cultural aspects: the physical 
aspect has been classified into three facets which are architecture, historical sites and 
special vegetation; while the cultural aspect has been classified into folk art, folk 
custom and folk craft. Based on the classification, the thesis then probes into how 
Quanzhou collects and collates these scattered materialized elements, and makes a 
uniform design. 
    Lastly, it summed up several drawbacks on the brand building of Quanzhou, and 
hopes these could serve as the references for the other historical and cultural cities. 
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截至到 2003 年年底，我国城市数量迅速发展到 660 个①。其中，地级市以上的城
市就有 286 个②；人口超百万的特大城市增加到了 141 个③，比 1990 年增加了 4.5
倍以上。在如此大规模的、史无前例的城市化加速现象背后，我们有理由相信城















                                                        
① 国家统计局城市社会经济调查总队.《2004 中国城市统计年鉴》[Z].北京:中国统计出版社,2005：3. 
② 国家统计局城市社会经济调查总队.《2004 中国城市统计年鉴》[Z].北京:中国统计出版社,2005：3. 
③ 国家统计局城市社会经济调查总队.《2004 中国城市统计年鉴》[Z].北京:中国统计出版社,2005：28. 
④ 国务院于 1982 年、1986 年和 1994 年先后公布了三批国家级历史文化名城。第一批 24 座、第二批 38 座、




















































资料来源：倪鹏飞：中国城市竞争力报告 NO.2，社会科学出版社，2004 年 4 月。 
倪鹏飞：中国城市竞争力报告 NO.1，社会科学出版社，2003 年 9 月。 
 
  而且，本次研究通过进一步的数据整理分析还发现，各片区③的地级市历
                                                        
① 余明阳，姜炜.城市品牌[M].广州：广东经济出版社，2004：26. 
② [美]凯文·林奇，林庆怡，陈朝晖，邓华译.城市形态[M].北京：华夏出版社，2002：93. 
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资料来源：倪鹏飞：中国城市竞争力报告 NO.2，社会科学出版社，2004 年 4 月。 
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